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With the rapid development of medical appliance industry in the past twenty 
years, medical appliance maintenance is a necessary and important issue that every 
medical institution must face. As a perfect after-sale service system is needed to 
support the huge market of medical apparatus and equipment, after-sale service for 
medical appliance could be increasingly important as the link between the producers 
and the customer, providing great opportunities for the development of medical 
appliance producers. In addition to the necessary warranty that equipment suppliers 
provide, professional medical appliance after-sale service enterprises are growing 
rapidly in recent years and after-sale service for medical appliance is becoming one 
of the sun-rising industry. 
This article takes SW medical instruments Technology Co., Ltd for case study. 
Starting from the grand research background ， this article introduces basic 
information of the company in the first place and assesses the company's marketing 
status quo. Combined with the historical evolution，theories of management and the 
development trend of the thought of marketing strategy, the article carries out a 
systematic analysis of marketing strategy for after-sale service companies similar to 
SW company with the help of the theories and methods of the company strategy and 
marketing strategy. In view of the actual situations and the characteristics of this 
kind of enterprises, this article analyzes the macro and micro environment of medical 
appliance after-sale service industry to indicate the enterprise's survival environment 
and development trend. At the same time，this article applies methods as internal and 
external factor evaluation matrix, SWOT analysis framework, SPACE matrix, the 
Ansoff matrix and the grand strategy matrix to conduct in-depth and detailed 
analysis on SW company and to set the strategic and financial goals including the 
strategy of market segmentation, target market selection and positioning strategy, 
marketing strategy mix and marketing expenses budget. Finally，this article finds out 
dominant marketing strategy by method of quantitative strategic planning matrix ，













marketing work and provides some referential experience and constructive 
suggestions for medical device after-sale service enterprises similar to SW company. 
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1354.27 亿元③。庞大需求拉动医疗器械供给增长，自 20 世纪 90 年代以来我国
医疗器械工业总产值保持 10%以上的平均增幅，09 年新医改再推一把，产品数
量和科技含量也不断提升，2010 年我国医疗器械工业总产值突破 1000 亿元，




                                                             
①本文中同时使用“医疗器械”和“医疗设备”的概念，不加以区分。 
②数据来源：2011 医疗器械行业分析报告，中国农业银行，2012. 



































































服务提供商，这种商务流程外包（Business Process Outsourcing，简称 BPO）
能够降低成本，使得生产商从售后服务中解脱出来，专业的售后服务提供商则
凭借其专注服务的优势，有效提高服务质量，提升客户体验，可谓三方共赢。
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图 1-1 售后服务评审模型 
资料来源：刘宏琳：“标准化工作的新领域售后服务标准化”，《中国标准化》，2002 年第 2期，P14。 
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